MONTHLY SAVINGS AND PUBLIC POLICY BREAKDOWN

SUSTAINABLE ACQUISITION

Update Frequency Semi-Annually

Update Frequency hly

Servi Data Th Total Obligations Small Business: Small Business: Small Business: Small Business: Small Business: Competition OneBid R High Risk CR | High Risk TMLH  Perf-Based Acq DataThru Sustainable Acq Rate
G ata Thru YTD (Millions) Total Rate SDB Rate WOSB Rate SDVOSB Rate | HUBZone Rate Rate neBid Rate Rate Rate Rate

FAS 9/30/2017 100.0%
FAS 9/29/2017 $7,255M 23.1% 8.1% 3.9% 5.3% 1.7% 85.4% 15.5% 28.1% 14.9% 90.3%

PBS 9/30/2017 100.0%
PBS 9/29/2017 $3,374M 55.3% 32.8% 12.2% 7.2% 7.5% 72.3% 13.4% 0.0% 0.2% 65.9%

OAS 9/30/2017 100.0%
OAS 9/29/2017 $103M 52.4% 27.4% 15.8% 5.9% 4.7% 93.1% 18.9% 0.5% 13.5% 65.5%

GSA-Wide 100.0%
GSA-Wide $10,731M 42.3% 22.8% 8.9% 6.4% 5.1% 81.4% 14.9% 19.0% 10.3% 84.5%

S et BT Total Obligations = Small Business: = Small Business: | Small Business: | Small Business: Small Business: Competition R High Risk CR = High Risk TMLH = Perf-Based Acq Service Region Data Thru Sustainable Acq Rate
SNCE egion ELETILIC YTD (Millions) Total Rate SDB Rate WOSB Rate SDVOSB Rate | HUBZone Rate Rate QLR ILEL Rate Rate T
FAS 0 9/30/2017
FAS 0 9/29/2017 $3,715M 19.3% 5.5% 2.6% 4.9% 1.4% 93.9% 5.8% 45.0% 6.3% 82.7%
1 9/30/2017
1 9/29/2017 $360M 99.2% 16.5% 22% 16.5% 0.0% 77.7% 60.4% 54.1% 7.3% 96.1%
100.0%
2 9/29/2017 $247M 99.8% 90.7% 91.5% 30.5% 0.1% 98.9% 7.1% 0.0% 42.0% 100.0% 2 9/30/2017 o
3 9/29/2017 $646M 20.0% 7.2% 3.4% 1.4% 57% 63.0% 7.5% 17.9% 11.6% 99.6% g 9/30/2017
4 9/29/2017 $554M 94.0% 34.5% 10.2% 2.6% 14.5% 68.0% 21.8% 6.1% 22.3% 95.0% & 9/30/2017
5 9/29/2017 $503M 33.8% 17.0% 9.6% 11.1% 0.1% 79.0% 48.6% 2.4% 53.5% 95.0% ° 9/30/2017
0,
6 9/29/2017 $84M 41% 0.8% 1.9% 1.0% 0.0% 89.2% 1.8% 0.0% 0.0% 97.3% 6 9/30/2017 100.0%
7 9/29/2017 $464M 16.8% 0.4% 3.1% 10.3% 0.0% 86.3% 32.8% 0.0% 39.2% 97.8% 7 9/30/2017
8 9/29/2017 $301M 100.0% 96.3% 85.8% 12.7% 74.4% 80.4% 26.0% 0.0% 1.2% 87.1% 8 9/30/2017
9 9/29/2017 $186M 108.1% 52.0% 14.7% 1.6% 9.6% 73.7% 22.4% 0.0% 9.0% 99.2% 9 9/30/2017
10 9/29/2017 $38M 100.0% 96.6% 11.0% 5.8% 0.0% 87.2% 18.2% 0.0% 22.8% 96.9% 10 9/30/2017
11 9/28/2017 $155M 64.7% 25.8% 5.8% 13.8% 4.8% 73.1% 29.1% 8.0% 25.8% 74.7% 11 9/30/2017
FAS-Wide $7,255M 23.1% 8.1% 3.9% 5.3% 1.7% 85.4% 15.5% 28.1% 14.9% 90.3% | | FAS-Wide 100.0%

ervee | Regon | DaaTw | TSNS SmolBushesss Sl ness Snlewness Swlswness | Spuswness| oMl gupgras  MOMRSKCE WhRsTuLy  portsaseqacq ff Service Region Data Thru Sustainaie Acq Rate
PBS 0 9/29/2017 $139M 47.6% 16.4% 10.0% 3.1% 7.2% 76.9% 39.5% 0.0% 1.2% 11.1% | | PBS 0 9/30/2017 100.0%
1 9/29/2017 $81M 67.8% 23.2% 13.6% 10.3% 5.8% 81.0% 11.3% 0.0% 1.1% 74.7% 1 9/30/2017 100.0%
2 9/29/2017 $331M 38.2% 8.8% 10.3% 1.1% 47% 76.2% 40.4% 0.0% 0.5% 76.8% 2 9/30/2017 100.0%
3 912012017 $628M 36.4% 25.9% 3.3% 2.2% 4.2% 87.8% 1.0% 0.0% 0.0% 45.6% 3 9/30/2017 100.0%
4 9/29/2017 $232M 81.8% 50.9% 15.6% 18.3% 4.4% 69.9% 2.0% 0.0% 0.0% 84.4% 4 9/30/2017 100.0%
5 9/29/2017 $262M 62.7% 27.6% 21.4% 9.6% 41% 80.1% 7.1% 0.0% 0.0% 84.8% 5 9/30/2017 100.0%
6 9/29/2017 $141M 58.5% 29.7% 7.0% 7.3% 56% 76.8% 43% 0.0% 0.0% 85.6% 6 9/30/2017 100.0%
7 9/29/2017 $265M 53.6% 33.8% 12.2% 8.9% 17.3% 85.3% 7.2% 0.2% 0.0% 72.8% 7 9/30/2017 100.0%
8 9/29/2017 $149M 79.1% 41.2% 17.3% 16.0% 6.8% 67.4% 18.5% 0.0% 0.2% 72.7% 8 9/30/2017 100.0%
9 9/29/2017 $321M 65.6% 51.2% 17.3% 3.5% 8.7% 65.1% 4.4% 0.0% 0.0% 74.4% 9 9/30/2017 100.0%
10 9/29/2017 $74M 84.2% 23.2% 8.6% 14.0% 13.9% 64.9% 14.8% 0.0% 0.0% 79.9% 10 9/30/2017 100.0%
11 9/29/2017 $750M 49.6% 37.1% 11.5% 6.9% 8.5% 53.3% 23.6% 0.0% 0.1% 59.0% 11 9/30/2017 100.0%
PBS-Wide $3,374M 55.3% 32.8% 12.2% 7.2% 7.5% 72.3% 13.4% 0.0% 0.2% 65.9% | | PBS-Wide 100.0%
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GSA Targets

Small

Business:
Total Rate

Small
Business:

Small
Business:

SDB Rate  WOSB Rate

Small
Business:
SDVOSB
Rate

Small
Business:
HUBZone
Rate

1 1%

Competitio

n Rate

One Bid

Rate

High Risk

High Risk

CR Rate TMLH Rate

Perf-Based
Acq Rate

GSA Targets

Sustainable
Acq Rate

GSA Targets

FAS
Customer
Savings
(Millions)

$3,600M

Service

Data Thru

Total
Obligations
YTD

(Millions)

Small
Business:
Total Rate

Small
Business:
SDB Rate

Small
Business:
WOSB Rate

Small
Business:
SDVOSB
Rate

Small
Business:
HUBZone
Rate

Competitio
n Rate

OneBid
Rate

High Risk
CR Rate

High Risk
TMLH Rate

Perf-Based
Acq Rate

Service

Sustainable
Acq Rate

Service

Data Thru

FAS
Customer
Savings
(Millions)

FAS 9/30/2016 $6,144M 22.0 8.4% 3.6% 0.6% 85.4% 14.5% 25.0% 17.7% 81.8% | | FAS 100.0 FAS 9/30/2014 |  $4,700M
PBS 9/30/2016 $3,127TM 504 31.4% 12.9 65.4% 70.0% 12.9% 0.0% 0.3% 61.9% PBS 95.9% PBS 9/30/2014
IAD 9/30/2016 S116M 602 27.9% 18.3% 8.7¢ 1.0% 85.7% 28.9% 0.6% 13.2% 572% | | 1AD 9/30/2015 IAD 9/30/2014
GSA-Wide 59,388M 39.1% 21.9% 9.3% 5.2% 3.9% 80.3% 14.3% 16.4% 11.8% 76.7% | | GSA-Wide 96.5% | | GSA-Wide 54.700M

Service Region

Data Thru

Total
Obligations
YT

(Millions)

Business:
Total Rate

Small
Business:
SDB Rate

Small
Business:
WOSB Rate

Small
Business:
SDVOSB
Rate

Small
Business:
HUBZone
Rate

Competitio
n Rate

OneBid
Rate

High Risk
CR Rate

High Risk
TMLH Rate

Perf-Based
Acq Rate

FAS 0 9/30/2016 $3,100M 17.9% 6.0% 1.8% 2.0% 0.4% 92.5% 6.9% 40.9% 8.0%
1 9/29/2016 $273M 74.3% 19.1% 0.0% 19.1% 19.1¢ 83.3% 37.69 35.0% 6.4% 97.2%
2 93072016 5266M 83.09 97.3% 37.9% 21.6% 346 96.3% 6.6% -0.1% 50.0 99.8%
3 9/30/2016 S506M 86.4 28.2% 10.0% 7.5% 22.3% 74.2% 9.1% 23.7° 11.5% 97.4%
- $569M 78.4% 61.8% 0.7% 0.7% 67.6% 15.5 5.0 20.2%
5 $468M 20.0% 20.9% 18.4% 1.1% 69.0% 46.4% 4.3% 55.0%
6 S73M 9.1% 2.0% 0.1% 0.0% 93.6% 0.4% 41.0%
7 $397M 79.8% 22% 2.2% 0.0% 48.5% 93.0
8 $193M 46.0% 27.0% 17.4% 46% D.1% -11 81.59
3 S144M 50.1% 24 6% 3.6% 0.0% 73.5% 3.1% 101.4
10 S16M 65.0% 32.1% 0.1% 16.3% 0.0% 78.2% 0.0% 11.4% 75.4%
11 S140M 28.6% 15.8% 3.2% 9.5% 5.9% 65.6% 48.9% 3.7% 41.5% 59.3%
FAS-Wide 56.144M 22.0% 8.4% 3.6% 3.1% 0.6% 85.4% 14.5% 25.0% 17.7% 81.8%

Service

Region

Data Thru

Sustainable
Acq Rate

Service

Region

Data Thru

FAS
Customer
Savings
(Millions)

PBS

Data Thru

Obligations
YTD

(Millions)

Small
Business:
Total Rate

Small
Business:
SDB Rate

Small
Business:
WOSB Rate

Business:
SDVOSB
Rate

Small
Business:
HUBZone
Rate

Competitio
n Rate

High Risk
CR Rate

High Risk
TMLH Rate

Perf-Based
Acq Rate

FAS 0 FAS 0 9/30/2014 34.700M
1 1 9/30/2014
2 100.0% 2 9/30/2014
3 100.0% 3
4 4
5 5 9/30/2014
6 6 9/30/2014
7 9/30/2015 7 9/30/2014
8 9/30/2015 8 9/30/2014
9 9/30/2015 9 9/30/2014
10 9/30/2015 10 9/30/2014
1 9/30/2015 1 9/30/2014
FAS-Wide 100.0% | | FAS-Wide $4,700M

0 9/30/2016 5158M 46.5% 13.3% 16.5% 1.1% 10.0% 86.1% 31.0% 2.1%
1 9/30/2016 $106M 639 217 18 4% 15.0° 5.3% 86.8% 9.1% 1.6%
2 9/30/2016 $343M 305 129 7.89 0.4% 3.2% 62.7% 3.4% 0.1%
3 9/30/2016 S360M 5.0% 40.4% 12.3% 6.8% 11.0% 79.1 4.7% 0.0%
4 /3012016 $154M 90.5° 54.5 15.3 5.3% §1.9% 10.8%

5 9/302016 $302M 41.3% 18.7% 16.6% 4.2% 82.0% 4.6%

B 9/3012016 S101M 66.2° 3538 9.8% 5.4% 75.2 419

7 9/30/2016 5205M 57.75 36.6% 12.0% 14.4% 79.7% 6.9% 0.0%
8 9/3012016 $134M 67.8° 435 17.3 6.6% 62.6 7.89 0.3%
9 $464M 45 32 36.0 10.7% 3.5% 77.9% 9.3% 0.0% 0.8%
10 S72M 80.4° 32.8% 10.9% 13.6 66.0% 15.4% 0.1
11 36.8% 13.4% 7.4% 52 9% 33.1% 0.0% 0.0% 55 0%

Service

Data Thru

Sustainable
Acq Rate

PBS 0 9/30/2015

1 9/30/2015 100.0%
2 9/30/2015 100.0

3 9/30/2015 100.0%
< 9/30/2015 64.0%
5 9/30/2015 100.0%
6 100.0

7 100.0%
& o/ 100.0%
9 9/ 100.0%
10 9/30/2015 100.0%
1 91.0%

Service

PBS 0

Region

Data Thru

9/30/2014

FAS
Customer
Savings
(Millions)

9/30/2014

9/30/2014

9/30/2014

9/30/2014

9/30/2014
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Competitive
Total Total One-Bid Rate** High-Risk Total FAS Customer
Obligations, ~ Small Business: Small Business: Small Business: Small Business: Small Business: Obligations, Competition (based on total Contracts: High-Risk Obligations,  Sustainable Acq Perf-Based Acq
YTD (millions)* Total Rate SDB Rate WOSB Rate SDVOSB Rate  HUBzone Rate Office YTD (millions)* Rate dollars) TM/LH Contracts: CR Office YTD (millions)* Rate Rate (billions)
GSA Targets 32% 5% 5% 3% 3% | GSA Targets 79.5% 15% - -| GSA Targets - -l $ 3.6
Data Timeframe 9/30/15 9/30/15 9/30/15 9/30/15 9/30/15 9/30/15 | Data Timeframe 9/30/15 9/30/15 9/30/15 9/30/15 9/30/15 | Data Ti 9/30/15 FY15 Q1-Q2 9/30/15 FY15 Q3
GSA-wide $ 8,765 43.6% 21.5% 9.3% 4.7% 4.4% | GSA-wide $ 8,765 82.5% 13.2% 13.8% 12.9% | GSA-wide $ 8,765 93.2% 78.2% -
FAS-wide $ 5,643 30.4% 6.6% 4.0% 2.0% 0.9% | FAS-wide $ 5,643 89.0% 14.2% 20.8% 20.1% | FAS-wide $ 5,643 100.0% 83.8%| $ 3.5
PBS-wide $ 2,918 53.7% 30.5% 13.4% 6.3% 6.9% | PBS-wide $ 2,918 69.8% 9.3% 0.7% 0.1% | PBS-wide $ 2,918 91.5% 59.2% -
OAS / IAD $ 204 32.3% 20.7% 4.8% 4.7% 2.0% | OAS / IAD $ 204 85.0% 26.2% 5.5% 0.0% | OAS / IAD $ 204 - 64.0% -
Competitive
Total Total One-Bid Rate** High-Risk Total FAS Customer
Obligations,  Small Business: Small Business: Small Business: Small Business: Small Business: Obligations, Competition (based on total Contracts: High-Risk Obligations,  Sustainable Acq Perf-Based Acq ings
FAS Regions YTD (millions)* Total Rate SDB Rate WOSB Rate SDVOSB Rate  HUBzone Rate FAS Regions YTD (millions)* Rate LTS TM/LH Contracts: CR  FAS Regions YTD (millions)* Rate Rate (billions)
FAS-wide $ 5,643 30.4% 6.6% 4.0% 2.0% 0.9% | FAS-wide $ 5,643 89.0% 14.2% 20.8% 20.1% |FAS-wide $ 5,643 100.0% 83.8%| $ 3.5
FAS R0O $ 2,609 35.8% 18.3% 26.9% -7.5% 0.0% | FAS R0O $ 2,609 90.9% 8.3% 9.7% 36.9% |FAS ROO $ 2,609 - 67.0% -
FAS RO1 $ 213 - - - - -|FAS RO1 $ 213 85.8% 14.1% 1.0% 18.8% | FAS RO1 $ 213 - 89.6% -
FAS R02 $ 278 46.0% 8.8% 33.4% 4.5% 2.3% | FAS R02 $ 278 98.8% 14.9% 56.1% 0.0% | FAS R02 $ 278 100.0% 96.6% -
FAS R03 $ 380 65.3% 52.2% 20.7% 1.9% 4.4% | FAS R03 $ 380 90.7% 5.0% 11.6% 25.1% |FAS R03 $ 380 100.0% 95.0% -
FAS R04 $ 644 33.2% 17.4% 14.5% 11.2% 2.9% | FAS R04 $ 644 81.2% 20.7% 18.3% 3.1% | FAS R04 $ 644 - 98.9% -
FAS R05 $ 481 5.8% 17.2% 5.4% 0.0% 0.8% | FAS R05 $ 481 87.4% 41.4% 60.6% 2.7% | FAS R05 $ 481 - 99.5% -
FAS R06 $ 83 39.4% 3.2% 9.5% 14.1% 0.0% | FAS R06 $ 83 91.4% 3.2% 0.0% 0.0% | FAS R06 $ 83 - 134.2% -
FAS R0O7 $ 522 37.6% 12.9% 2.2% 24.6% 0.0% | FAS RO7 $ 522 96.0% 20.5% 49.7% 0.1% | FAS R0O7 $ 522 - 96.8% -
FAS R08 $ 160 95.5% 7.7% -0.3% 0.0% 0.0% | FAS R08 $ 160 92.3% 12.2% -3.1% 0.0% | FAS R08 $ 160 - 77.6% -
FAS R09 $ 140 45.4% 35.3% 1.5% 2.9% 0.0% | FAS R09 $ 140 67.7% 15.2% -1.1% 0.0% | FAS R09 $ 140 - 97.2% -
FAS R10 $ 11 97.3% 58.2% 32.4% -0.2% 3.8% |FAS R10 $ 11 99.4% 40.1% 25.5% 10.2% |FAS R10 $ 11 - 95.0% -
FAS R11 $ 83.9% 3.3% 0.0% 0.0% [FAS R11 $ 57.2% 36.1% 51.4% 0.0% |FAS R11 $ 35.5%
Competitive
One-Bid Rate** High-Risk Total
Small Business: Small Business: Small Business: Small Business: Small Business: ol Competition (based on total Contracts: High-Risk Obligations,  Sustainable Acq Perf-Based Acq
PBS Regions Total Rate SDB Rate WOSB Rate SDVOSB Rate HUBzone Rate PBS Regions YTD (millions)* Rate dollars) TM/LH Contracts: CR  PBS Regions Rate Rate
PBS-wide $ 2,918 53.7% 30.5% 13.4% 6.3% 6.9% | PBS-wide $ 2,918 69.8% 9.3% 0.7% 0.1% | PBS-wide $ 2,918 91.5% 59.2% -
PBS R00 $ 142 67.6% 19.4% 10.0% 10.3% 13.5% [ PBS R0O $ 142 91.3% 23.6% 11.0% 0.0% | PBS R0O $ 142 - 29.7% -
PBS RO1 $ 67 69.3% 35.2% 13.4% 2.4% 12.6% [ PBS R0O1 $ 67 79.3% 7.8% 0.7% 0.0% | PBS RO1 $ 67 100.0% 72.1% -
PBS R02 $ 164 78.4% 34.3% 11.0% 9.5% 14.2% | PBS R02 $ 164 61.4% 10.3% 0.3% 0.0% | PBS R02 $ 164 100.0% 59.0% -
PBS R03 $ 267 41.2% 20.7% 6.3% 8.2% 3.0% [PBS R03 $ 267 69.5% 4.1% 0.1% 0.0% | PBS R03 $ 267 100.0% 57.8% -
PBS R04 $ 311 63.1% 25.0% 21.9% 9.0% 3.5% | PBS R04 $ 311 68.9% 3.1% 0.0% 0.0% | PBS R04 $ 311 100.0% 53.3% -
PBS R05 $ 205 32.4% 20.1% 6.1% 4.2% 4.9% | PBS R05 $ 205 67.0% 10.1% 0.0% 0.0% | PBS R05 $ 205 80.0% 771% -
PBS R06 $ 193 48.0% 25.0% 14.7% 4.8% 8.9% | PBS R06 $ 193 85.1% 3.4% 0.0% 0.0% | PBS R06 $ 193 100.0% 85.8% -
PBS R07 $ 306 67.3% 52.0% 15.1% 12.0% 6.0% [ PBS RO7 $ 306 84.2% 2.6% 0.0% 0.0% | PBS RO7 $ 306 83.3% 84.7% -
PBS R08 $ 148 35.2% 26.0% 9.3% 2.0% 1.5% | PBS R08 $ 148 60.1% 6.6% 0.2% 0.0% | PBS R08 $ 148 100.0% 54.0% -
PBS R09 $ 439 85.9% 36.8% 12.2% 14.6% 12.1% [ PBS R09 $ 439 73.2% 3.5% 0.0% 0.0% | PBS R09 $ 439 91.7% 72.7% -
PBS R10 $ 7 63.1% 46.8% 20.1% 6.0% 10.7% [PBS R10 $ m 63.1% 10.8% -0.1% 0.0% |PBS R10 $ 7 83.3% 58.9% -
PBS R11 $ 600 91.4% 0.0% 0.0% 61.1% 0.0% [PBS R11 $ 600 56.1% 24.6% 0.4% 0.3%|PBS R11 $ 600 75.0% 44.1% -
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Purpose and Contents of this Presentation

@ L]

PURPOSE CONTENTS

To report FY14 competition *  Overview of Competition Advocate Survey
performance in accordance with and Report N
FAR 6.502 and highlight initiatives * Y14 Competition Data

*  FY14 Competition Advocate Survey Results
* Barriers to Competition
*  Emphasizing Competition
commitments. » Emphasizing Acquisition of Commerecial
Items and Competition

e  OQutreach

* Training

* Market Research
* Recommendations
*  Appendix

*  Map to FAR Subpart 6.502(b)

and make recommendations to
meet FY15 competition goals and



Competition Advocate Report Overview

* Provides an annual assessment of GSA’s competition
performance

* Prepared for the Senior Procurement Executive (SPE)
and the Chief Acquisition Officer per FAR subpart
6.5.

* Information from the Competition Advocate Report
is shared with the Office of Federal Procurement
Policy

* This year, began rolling out data visualization
resources like the Competitive One Bid Tool to
support competition management



FY14 GSA DATA ANALYSIS OF
COMPETITION AND COMPETITIVE ONE-
BID PERFORMANCE




GSA’s competition and competitive one-bid rates fell in the
middle of CFO Act agencies in FY14.

Comparison of Contract Competition and Competitive One-Bid Rates*, Government-wide
FY14 through 9/30/2014

90%

o | 87% geg
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18%
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*Competitive one-bid rates are based on total dollars (old methodology)




Competition and Competitive One-Bid Benchmarking by PMA
Peer Group: FY14 Year End

Comparison of Contract Competition and Competitive One-Bid Rates*, by PMA Peer Group

FY14 through 9/30/2014
87% o
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% Competed Dollars  ®m% Competitive One-Bid

*Competitive one-bid rates are based on total dollars (old methodology)

GSA




In terms of total obligations, GSA fell in the top third of CFO Act
agencies in FY14.

Government-wide Comparison: Total Obligations (in billions)
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Summary of FY14 Competition Performance

Total Obligations Competitive
Service/ . 8 ! Competition One-Bid Rate  Small Business
. millions (% of Total *
Office Rate (based on total Rate
GSA Spend)
dollars)
$6,126M o 0 0
FAS (68%) 85.1% 14.5% 27.2%
$2,561M o 0 o
PBS (29%) 65.7% 7.3% 52.8%
$265M o 0 0
IAD (3%) 81.8% 18.4% 31.0%
SSM 0 0 0
OIG (<1%) 94.1% 1.0% 35.7%
$8,956M o 0 0
GSA Total (100%) 79.4% 12.6% 39.0%

*Small business rates are determined by the funding agency (i.e., not contracting agency) and based on small
business-eligible spend (i.e., internal GSA spend, which is a subset of total obligations).




COMPETITION ANALYSIS




GSA’s competition rate rose for much of FY14 and met the
established target of 79%.

Competition Rate throughout FY14
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z 36,000,000 000 2
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GSA’s overall competition rate is driven by FAS, with some
variation among the other bureaus.

Competition Rates by Service

Service Measure Names
100.0% [l competition Rate
$6.000,000,000 [l Total Obligations
80.0% $5,000,000,000
%4 000,000,000
e, 0
ﬁ 60.0% §
=] @
= $3,000,000,000 &
g I
S 40.0% g
B —
2 000,000,000
20.0%
$1.000,000,000
U'::'-'El SD

FAS PBS IAD oG




FAS’s and PBS’s competition rates are each driven by regions with
the most total spend: FAS CO and PBS NCR.

Competition Rates by Region: FAS

Region Measure Names
$3,000,000,000 . Competition Rate

100.0% Il Total Dollars

50.0%
§2.000,000,000

60.0%

Competition Rate
Taotal Dollars

40.0%
§1.000,000,000

20.0%

0.0% 50
Null 0 1 2 3 4 5 6 7 8 9 10 11
Competition Rates by Region: PBS
Region
836% =
S842M 5200 000,000

Competition Rate
Total Dollars

80.0% T7.6%
71.4%
B7.7%
65.0% 86.0%

50.0% STT% $600,000,000

40.0% $400,000,000
$200,000,000

0 1 3
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Lower competition rates are seen within open market contracts
and fixed price contract types.

Competition Rates

DELIVERY
ORDER

DEFINITIVE
CONTRACT

BPA CALL

PURCHASE
ORDER
W

BPA
S0.0M

GWAC  (100.0%)
$0.0M

FS5 o0.0%)

by Award Type

$6,434.5M
(B7.1%)

51,283.8M
(63.4%)

$526.2M
(79.6%)

S485.0M
(33.5%)

$225.0M
(46.7%)

|

51.6M
{101.0%)

20 £5,000,000,000
Dollars Obligated

Competition Rates by Contract Type

» FIXED PRICE

TIME & MATERIALS/LABOR
HOUR

COST REIMBURSEMENT

COMEINATION (APPLIES TO
AWARDS WHERE TWO OR ..

ORDER DEPENDENT (IDV
ALLOWS PRICING ARRANG..

OTHER (APPLIES TO
AWARDS WHERE NONE OF ..

Null

55,595.8M
(77.9%)

$1,277.9M
{81.9%)

$1,068.0M
(85.8%)

S7.3M
(94.7%)

83.3M
(40.6%)

S$2.0M
(-141.6%)

51.7M
{41.8%)

30 $5,000,000,000

Collars Obligated

Measure Names
. Competed Dollars

[l Total Otligations

Competition Rates by Set Aside Type

SMALL BUSINESS SET
ASIDE - TOTAL

8(A) SOLE SOURCE

Hull

&A COMPETED

SERVICE DISABLED
VETERAN OWHNED SMALL B..

SMALL BUSINESS 5ET
ASIDE - PARTIAL

HUBZONE SET-ASIDE

WOMEN OWNED SMALL
BUSINESS

HUBZOME SOLE SOURCE

ECONOMICALLY
DISADVANTAGED WOMEN ..

SDVOSB S0LE 50URCE

RESERVED FOR SMALL
BUSINESS

B(A) WITH HUB ZONE
PREFERENCE

' 58000
(93.6%)

il s143.9m
(82.9%)

I 591.4m
(99 2%)

526.4M
(96.3%)

511.5M
(100.0%)

54.3M
(100.0%)

S4.0M
(0.0%)

50.9M
(100.0%)

S0.7M
(0.0%)

50.1M
(100.0%)

50.0M
{100.0%)

30

$6,920.0M
(81.9%)

£5,000,000,000
Dollars Obligated




Usage of non-competitive authorities varied based on the contract vehicles
used (e.g., open market contracts vs. orders on IDVs).

Procedures used for Non-Competed Awards

FAS
Noncompetitive
Contracts using
Exception to Full 357,619,343
and Open
Competition

Noncompetitive-
Orders using
exception to fair 5572, 267 987

opportunity
Dollars

Total Not
Competed Dollars . 930,854,714

PBS

l 5801,570,062

‘ 76,701,823

. 879,250,235

* PBS non-competed awards tend not to
be subject to fair opportunity due to
PBS’s use of definitive contracts.

Senvice
AD
55,857,028
538,275,551
248,132,579
$0B 1B %28 %38

Grand Total

$1,169,538,631

o]le]
51592,198 .
584,396 I $687,330,257
308 31B 528 538 308 31B

* Non-competed awards in FAS and IAD
use exceptions to fair opportunity due
to the use of orders on IDVs.

$1,858,614,622



Exceptions to full and open competition tend to be made due to
statute, one source, and award amount (under SAT).

Breakdown of Non-competed Awards: Contracts using Exception to Full and Open Competition

Service
Fas AD OIG Grand Total
Authorized or Required
by Statute (FAR 6.302-5) 9,781 35,350,680 50 $606,222,903
Dollars
Only One Source (FAR
6.302-1) Dollars l589.5ﬁ4 51,030,244 5192198 $370,714,205
Not-Competed under the
Simplified Acquisition 165,345 29,545 52,476,104 50 302
Procedures (5AP) Dollars
Urgency (FAR 6.302-2) g4 575 gsg §5.073,054 50 50 $9,351,913
Dollars
National Security (FAR
6.302-6) Dollars 30 ‘56:392.815 50 50 $6,392,815
International Agreement
(FAR 6.302-4) Dollars 5115288 55,144 281 50 50 5,250,560
Reason Not Competed | ¢y 5o, 0g3 50 50 ) $1,870,003
MNull Deollars
Mobilization and
Essential R&D (FAR 5147.029 30 50 50 $147,029
6.302-3) Dollars
Public Interest (FAR
6.302.7) Dollars 58,892 50 50 50 $8,892
SO0M  3200M $400M  $500M SOM  5200M $400M  $500M | S0M 5200 5 $600M S0M  5200M $400M S600M|50M  5200M  5400M  SE00M
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Among orders on IDVs, the bulk of non-competitive awards use one-source
and follow-on authorities, among other bases for non-competition.

Breakdown of Non-competed Awards: Orders on IDVs Using Exception to Fair Opportunity
Senvice

Fa PBES &0 alle] Grand Total

AS
Only One Source Other (FAR
8.405 6(b){1) or 16.505({b){2}{ii) - 325919359938 | 518,321,436 | 213,867 478 284 296 - $324,213,748
Dollars

Follow on Action Following
Competitive Initial - 5193, 440 542 I 535,409 577 I 522,436,754 30 - $255,286,874
Action|FAR 8.405(b)(2) or 16..

Other Statutory Authority
(DFARS 208.405-T0{b){1)}) I 542 595 036 | 515,575,601 81,775,520 20 I $60,246,158
Dollars
Urgency (FAR 8.405-6{b){3) or
16.505(b)(2)(i))Dollars I 538,288 584 21,200,720 520,004 20 I $39,599,408
Sole Source for 8(a) Dollars = 35,984,725 31,459,573 175,794 30 ‘ $7.650,092
Sole Source Dollars | 55,984,725 21,489 573 175,794 20 ‘ $7.650,092
Exception to Fair Opportunity o5 5707532 50 50 $707,532
i5 Null Dollars
Minimum Guarantee (FAR
16.505(b)(2)(iv)) Dollars 319,063 3314 915 30 30 $333,978
Sole Source for SDVOSB
Dollars 0 20 0 20 S0
Sole Source for HUBZone
Dollars 0 30 0 30 $0
308 508 08 518 |50B 308 08 518 |50B 308 308 518 |50B 308 08 518 |50B 308 08 31B

“alue Value “alue Value Value
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GSA has historically seen a tradeoff between competition and
small business rates due to the use of non-competitive set-asides.

Competition and SB Rates through FY14
(cumulative, as measured during FY14)

Competition Rate

4 Small Business Rate

Oct Nov Dec Jan Feb Mar Apr May Jun Jul Aug Sep

As competition improved during FY14, small business
performance dropped.

Scatterplot of Competition and SB
Rates, FY14

46% -
44% - ¢
42% -

» 40% -

T

X 38% -

m
D 360 -

34% -
32% -

30% . . . .
74% 76% 78% 80% 82%

Competition Rate

During FY14, GSA’s competition rate dropped 1
percentage point for each 1 percentage point
increase in the small business rate.




GSA-wide competition rates are comparable between internal spend and
assisted acquisitions, though rates differ within FAS and PBS.

Competition Rates by Service, Assisted Acquisition vs. Internal GSA Spend*

Assisted Acquisitions Internal GSA Spend Total Spend
service/ Office Total [_)c'>llars Competition | Total F)c?llars Competition | Total F)c?llars Competition

(millions) Rate (millions) Rate (millions) Rate
FAS 4,138 80.9% 1,987 93.5% 6,126 85.0%
PBS 516 73.3% 2,045 63.8% 2,561 65.8%
IAD 0 -- 265 81.0% 265 81.0%
OIG 5 94.1% 5 94.1%
GSA-wide 4,654 80.0% 4,302 78.7% 8,956 79.4%

GSA had a slightly higher
competition rate (1.3 percentage
points) among assisted
acquisitions in FY14.

*Internal spend is determined based on the funding agency of each action, but does include goods and services
GSA buys as a wholesale provider to government, e.g., motor vehicles.




GSA’s overall competition rate is driven by IT, facilities,
professional services, and transportation categories of spend.

IT

Facilities &
Construction

Professional
Services

Transportation
and Logistics
Services

Industrial
Products &
Services
Office
Management

Sustainment S&E

Research and
Development

Equipment
Related Services

Human Capital

Competition Rates by Spend Category, GSA-wide

Measure Names
. Competed Dollars

Il Total Obligations

£500,000,000 £1.000,000,000 £1,500,000,000 £2.000,000,000
Tetal Dollars




Competition within each service/office is driven by different

Spend Category (Level 1)

Aircraft, Ships/Submarines & Land Vehicles
Clothing, Textiles & Subsistence S&E
Electronic & Communication Equipment
Electronic & Communication Services
Equipment Related Services

Facilities & Construction

Human Capital

Industrial Products & Services

IT

Medical

Miscellaneous S&E

Office Management

Professional Services

Research and Development

Security and Protection

Sustainment S&E

Transportation and Logistics Services
Travel & Lodging

Weapons & Ammunition

30

spend categories.

Competition Rates by Spend Category, GSA-wide
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45.9%
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100.0%
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| 100.0%

QG
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COMPETITIVE ONE-BID ANALYSIS




GSA’s competitive one-bid rate improved for much of FY14, though
it did not reach the established target of 11%.

GSA Competitive One-Bid during FY14 (cumulative, as observed throughout FY14)
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GSA’s competitive one-bid rate improved 1 percentage point during FY14 due
to new data analytics capabilities focused on minimizing one-bid awards.

GSA Competitive One-Bid Rate* during FY14 (cumulative)*

Began rollout of Examples of data quality improvements
One-Bid Tool spurred by one-bid tool: FAS R5, PBS (NCR)
14.0% ©  13.6% 13.7%
- $14 »
S
- $12 =
o 13.0% - $ =
4(_31 B $1O ~
e e}
. g8 =
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o) - $6 S
5 O
11.0% - -4 o
@
-2 =
$4.6 $5.2 $5.8 $6.6 $8.8 &
10.0% . . . . $-
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Cumulative Dollars Obligated =e=0One-Bid Rate

*Competitive one-bid rates based on total dollars
**QOne-bid rates are based on data pulled at the end of each month. These figures may differ from one-bid
rates calculated in retrospect for these months.




GSA’s one-bid rate is primarily driven by FAS, with more than 2/3
of total dollars in FY14.

Service Total Dollars in Dollars as % of  One-Bid Rate
FY14 (millions) Total GSA Spend

FAS $6,126 69% 14.4%
PBS $2,561 28% 7.3%
|AD $265 3% 18.4%
OIG S5 <1% 1.0%

GSA-wide $8,956 100% 12.6%




Similar to competition, one-bid rates in FAS and PBS are driven by
the regions with the most spend (FAS CO and PBS NCR).

Measure Names

One-Bid Rates by FAS Region
Il Cre-bid Rate
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GSA’s one-bid rate is primarily driven by assisted acquisitions (i.e.,
funding agencies outside of GSA) rather than internal GSA spend.

Competitive One-Bid Rates by Service, Assisted Acquisition vs. Internal GSA Spend*

ASS.'S.t.ed Internal GSA Spend Total Spend
Acquisitions
Service/ Total One-Bid Total One-Bid | Total Dollars  Total One-
: Dollars Dollars - )
Office - Rate - Rate (millions) Bid Rate
(millions) (millions)
FAS $4,076 19.9% $1,981 3.5% $6,058 14.5%
PBS $502 9.7% $1,996 6.7% $2,499 7.3%
IAD $0 0% $248 18.4% $248 18.4%
OIG $0 0% $4 1.0% $4 1.0%
GSA- 0 0 0
wide $4,579 |18.8% | $4,231 5.9%]| $8,811 12.6%

\‘ 18.8% one-bid rate among J
assisted acquisitions, vs. 5.9%

one-bid rate within internal

spend

*Internal spend is determined based on the funding agency of each action, but does include goods and services
GSA buys as a wholesale provider to government, e.g., motor vehicles.




Within procurements for external agencies, one-bid awards tend

to occur in professional and IT services.

Comparison of Spend Profile and Competitive One-Bid Rates in GSA Assisted Acquisitions vs. GSA Internal

5449579

PASSENGER MOTOR VEHICLES (100.0% one-bid)

» $1,065,232,265
B _ l1?.4% Dne_bid]

Maintenance, Repair, Alteration of $190,835,143
Structures/Facilities {(13.0% one-bid)

Utilities & Housekeeping |41$?E;n4l;jrl‘|lfgid]

Construction of 357,615,046
Structures/Facilities | (0.2% one-bid)

30 $3500,000,000

Assisted Acquisition

o 51,483 532,325
» PrOTIAdmlnlmgm‘ Support _ l31.4% une-bid]

$1,000,000,000 51,500,000,000 352,000,000,000 50 $300,000,000

Spend, Top 6 PSCs by Spend

Agsisted Acquisition vs. Internal GSA Spend

§252 362,560
(23.5% one-bid)

£324,875,015
(15.3% one-bid)

§570,966,797
(4.4% one-bid)

$345,084,858
{11.4% one-bid)

£159,335,113
(3.0% one-bid)

Internal GSA& Spend

£1.395,698,281
(1.1% one-bid)

- Total Dollars
Obligated

Competitive One-Bid
Dollars

$1,000,000,000 51,500,000,000 52,000,000,000

Dollars Dollars




Higher one-bid rates are seen among T&M/labor hour contract
types and some types of small business set-asides.

Total and Competitive One-Bid Dollars by Award
Type

DELIVERY 56,340 873,263
ORDER (14.3%)

DEFINITIVE $1.274,690,053
CONTRACT (6.7%)
$513 520,623
BPA CALL 12 39%)
PURCHASE [ 5459,091,391
ORDER 9.0%)
5212 604,479
IDC (4.7%)
51,621,720
BPA -7 10 0w
GWAC -‘Szﬁm}
(517 B4E)
FSS 0 6m)
50 $5,000,000 000 $10,000,000,000

Total Spend

Total and Competitive One-Bid Dollars by Contract Type

$6,441,478,525
FXED PRICE _ (9.8%)
, $1,268.730,134
» TIME & MATERIALS/LABOR HOUR - 23 5%)
$1,088,966,858
» COST REIMBURSEMENT - (15 2%)

COMBINATION (APPLIES TO | 37,268,576
AWARDS WHERE TWO OR MORE O.. (

ORDER DEPENDENT (IDV ALLOWS | 53,260,244
PRICING ARRANGEMENT TO BE D.. (-0.2%)

51,742,360
' (1

OTHER (APPLIES TO AWARDS (385,514)
WHERE NONE OF THE ABOVE APP.. (

Null

50 $5,000,000,000 510.000,000,000

Total Spend

Measure Names
. One-Bid Dollars

. Total Dollars

Total and Competitive One-Bid Dollars by Set Aside Used

» NO SET ASIDE USED.

56,706,134,288
(13.7%)

SMALL BUSINESS SET 5893,064,470

ASIDE - TOTAL

8(A) S0OLE SOURCE

HNull

» 8A COMPETED

SERVICE DISABLED
VETERAN OWNED SMALL B..

SMALL BUSINESS SET

ASIDE - PARTIAL &

» HUBZONE SET-ASIDE -

WOMEN OWNED SMALL

BUSINESS |

HUBZONE S0LE S0URCE

ECONOMICALLY

DISADVANTAGED WOMEN .. |

SDVO35B S0LE S0URCE

RESERVED FOR SMALL

BUSINESS |

8(A) WITH HUB ZONE
PREFERENCE

(5.1%)

5425,511,695
(0.5%)

5413,444 808
(12.8%)

5141,128,088
(23.0%)

501,227,171
(3.6%)

526,333,170
(34.6%)

511,507,545
(20.2%)

54,344,126
(0.5%)

53,065,279
0

5033,366
(0.5%)

715,762
(

555,148
(0
516,265

" (100.0%)

20 £5,000,000,000
Total Spend

510.000,000,000




ANALYSIS BY SPEND CATEGORIES




FAS Competition Profile by Spend Category

Total Obligations,

. Competition One-Bid  Small Business
Spend Category millions Rate Rate Rate*
(% of total spend)
IT $é§;)2) 84.0% 13.5% 47.3%
Professional Services $(126533 80.4% 29.2% 84.2%
Transportation and $1,530 0 0 0
Logistics Services (25%) 98.5% 2.5% 19.8%
Indu_strlal Products & $322 84.9% 7 8% 66.1%
Services (5%)
Office Management ?21;)6; 81.8% 3.2% 58.2%
Facilities & Construction ?21;'0()) 89.1% 22.1% 68.3%
Sustainment S&E ?21;)2) 19.8% 10.7% 100.0%
All other spend $225 0 0 0
categories (12) (4%) 72.3% 11.8% 82.0%
Total (1%353 85.0% 14.4% 27.2%

*Small business rates are determined by the funding agency (i.e., not contracting agency) and based on small
business-eligible spend (i.e., internal GSA spend, which is a subset of total obligations).




PBS Competition Profile by Spend Category

Total Obligations, Competition Small
Spend Category millions P Rate One-Bid Rate Business
(% of total spend) Rate*
Facilities & Construction $2,107 64.5% 5.5% 52.5%
(82%)
: . $229
Professional Services 77.5% 12.7% 62.8%
(9%)
$104 0 0 0
IT (4%) 83.2% 30.8% 43.8%
Office Management (;33 64.6% 8.8% 59.3%
Industrial Products & Services (iEOZ/OZ) 63.3% 9.5% 45.3%
Tran_sportatlon and Logistics $16 5910 13.2% 91.1%
Services (1%)
All other spend categories (12) (5;/13 25.1% 1.1% 36.4%
$1,561 0 0 0
Total (100%) 65.8% 7.3% 52.8%

*Small business rates are determined by the funding agency (i.e., not contracting agency) and based on small
business-eligible spend (i.e., internal GSA spend, which is a subset of total obligations).




IAD Competition Profile by Spend Category

Total Obllga_tlpns, Competition One-Bid _SmaII
Spend Category millions Rate Rate Business
(% of total spend) Rate*
$152 0 0 0
IT (58%) 89.4% 12.7% 28.1%
Professional Services 401 68.0% 28.1% 38.2%
(39%) : . .
: $3 0 0 0
Human Capital (1%) 98.6% 0% 18.5%
Research and Development (1?}3 72.0% 4.3% 10.0%
Remaining spend categories (8) (1?}02) 98.8% 33.2% 54.0%
$265 0 0 0
Total (100%) 81.0% 18.4% 31.0%

*Small business rates are determined by the funding agency (i.e., not contracting agency) and based on small
business-eligible spend (i.e., internal GSA spend, which is a subset of total obligations).




FY14 COMPETITION ADVOCATE
SURVEY FINDINGS




EMPHASIZING COMPETITION




Barriers to Competition

Top barriers to acquisition of commercial items or competition

Unique or specialized products and services for
system or security requirements.

Authorized or required by statute.

Use of proprietary technology, particularly in custom-
built software and license renewals.

There is a limited pool of available contractors.

Customers have come to rely on existing services.

Overly burdensome contract requirements.
Prescriptive customer scopes of work.

Insufficient PALT.

Vague statements of work for firm fixed price
contracts deter bidders.

Budget uncertainty.

0 2 4 6 8 10 12

m # of responses
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Both the Competition Advocate Survey results and FY14 competition
data point to statute and one source as key barriers to competition.

Breakdown of Non-competed Awards: Contracts using Exception to Full and Open Competition
Service
PBS FAS AD 0lG Grand Total

Authorized or Required
by Statute (FAR 6.302-5) ELEREGAEE 9,781 35,350,680 50 $606,222,903
Dollars

Only One Source (FAR
6.302-1) Dollars

Not-Competed under the
Simplified Acquisition 165,345 29,545 52,476,104 50 302

Procedures (5AP) Dollars

$273,922 198 l589.564 31,030,244 192,198 $370,714,205

Urgency (FAR 6.302-2) g4 575 gsg §5.073,054 50 50 $9,351,913
Dollars

Nationaégggilﬁr]itg élﬁ:ri 50 ‘55:392,515 80 0 $6,392,815

"“"—;fFTF?':'E'I‘;'D';*j]r%eor:'l:'r‘: $115,288 $5,144 281 50 50 $5,259,569

Reason Mot Competed 51,870,003 ) 20 S0 $1.870,003

MNull Dollars

Mobilization and
Essential R&D (FAR 5147.029 50 50 50 $147,029
6.302-3) Dollars

Public Interest (FAR

6.302.7) Dollars | ~C0002 S0 50 50 $8,892

50M 5200M 5400M  3G00M S0M  5200M 5400M 5600M 50M  3200M  5400M 3600M 50M  5200M 5400M 5600M 50M  3200M  5400M 5600M

36




For orders on IDVs, one-source and follow-on authorities were also identified
as barriers by the competition advocates.

Breakdown of Non-competed Awards: Orders on IDVs Using Exception to Fair Opportunity
Senvice

Fa PBES &0 alle] Grand Total

AS
Only One Source Other (FAR
8.405 6(b){1) or 16.505({b){2}{ii) - 325919359938 | 518,321,436 | 213,867 478 284 296 - $324,213,748
Dollars

Follow on Action Following
Competitive Initial - 5193, 440 542 I 535,409 577 I 522,436,754 30 - $255,286,874
Action|FAR 8.405(b)(2) or 16..

Other Statutory Authority
(DFARS 208.405-T0{b){1)}) I 542 595 036 | 515,575,601 81,775,520 20 I $60,246,158
Dollars
Urgency (FAR 8.405-6{b){3) or
16.505(b)(2)(i))Dollars I 538,288 584 21,200,720 520,004 20 I $39,599,408
Sole Source for 8(a) Dollars = 35,984,725 31,459,573 175,794 30 ‘ $7.650,092
Sole Source Dollars | 55,984,725 21,489 573 175,794 20 ‘ $7.650,092
Exception to Fair Opportunity o5 5707532 50 50 $707,532
i5 Null Dollars
Minimum Guarantee (FAR
16.505(b)(2)(iv)) Dollars 319,063 3314 915 30 30 $333,978
Sole Source for SDVOSB
Dollars 0 20 0 20 S0
Sole Source for HUBZone
Dollars 0 30 0 30 $0
308 508 08 518 |50B 308 08 518 |50B 308 308 518 |50B 308 08 518 |50B 308 08 31B

“alue Value “alue Value Value




New Initiatives: Promote Acquisition of
Commercial Items

* While there are barriers to competition, Competition
Advocates identified successful ways in which they

promote commercial items:

—Market Research
—Follow FAS Schedule/FAR Guidelines
—Training




New Initiatives: Improve Competition

Data Analytic Tools

6 out of 24 regional
respondents
noted the use of
Acquisition Dashboard

e reach out to vendors
e work together based on more accurate data

\

J

Acquisition Dashboard

e identify opportunities,
understand requirements, or ... /g e oo
track key metrics Measures y Pollcy \ soluti s"iourpa ner agencies

Goal: Deliver excellent customer service

Customer Service and outcomes to our partner agencies
/
Goal: Enhance the efficiency of
kit oPeraﬁona' Emdency internal operations
Measures
. N
)
Goal: Build a stronger GSA
Human Capltal acquisition workforce,




New |nitiatives: Performance Based
Acquisitions

e Regions are turning inward to:

—train the acquisition workforce on performance based
acquisitions

—standardize or update current templates to draw out those
requirements

—critically review acquisition documents

* They are also taking an external approach to:

—educate vendors on requirements and expectations

—increase transparency to engage the industry at the pre-award
stage




EMPHASIZING ACQUISITION OF
COMMERCIAL ITEMS AND
COMPETITION




Outreach: Vendor Communication

Requests for Information and Sources Sought were the most-cited vendor communications tools by the
Competition Advocates. The chart below shows other effective communications tools Competition

Advocates are using to engage industry. Note that while only a third of the Competition Advocates cited
social media as one of their most useful tools, usage has more than quadrupled over the previous year.

Most Useful Vendor Communication Tools

Requests for Information

Sources Sought

Industry Days

Pre-proposal Conferences
One-on-one meetings

Draft RFQs (including eval criteria)
Social Media

Webinars

Industry training on GSA opportunities
or acquisition process

0 5 10 15 20 25
m # of responses




Outreach: Successful Initiatives

Contract activities are leading outreach campaigns and participating in
industry events to raise awareness for local organizations, including small
business, and discuss opportunities/solicitations.

PBS Region 2

The regional Office of Small Business Utilization, in partnership
with GSA’s Regional PBS office held two Industry Days; one at 26
Federal Plaza and the other in Newark, NJ in SBA's space

As result of these Industry Days, PBS was able to award a

contract to a SDVOSB firm for the Martin Luther King CH Cooling
Tower located in Newark, NJ.




Outreach: Social Media

62% of the Competition Advocates reported using social media (up from only 8% in FY13).

Competition Advocates use social media to engage industry, announce upcoming
procurements and industry days, and promote GSA products, services, and trainings.

Social Media Tools Used to Engage Industry

None [ ——
GSA Interact [ IEEE——
Twitter [
GSA InSite —|
LinkedIn —|
Facebook —|
Gov Delivery —:
Fed Biz Ops _

m # of responses

10




Examples of How Regions are Using Social
Media

e  FAS Region 1

e Posts dates/times of matchmaker events to Twitter and to GSA.gov to help connect
industry to GSA and other agencies.

* Uses YouTube to promote different GSA Contracts and build awareness.

FAS Region 8

e Uses Twitter to announce upcoming procurements and industry days.

smmead PBS Region 2

e Uses LinkedIn to post documents helpful to industry. (i.e., “How to do Business with R2
PBS” presentation)

e Uses Twitter to draw attention to fbo.gov solicitations.

sl PBS Region 5

e National office publicizes their regional opportunities via their Twitter page.
e Publishes regional small business outreach events on the OSBU National Office Twitter
page.

PBS Region 9

e Uses Facebook to communicate to the public and industry on how to do business with
GSA.




Outreach: Effectiveness of Social Media Tools

More than half of the Competition Advocates do not quantify or evaluate the

effectiveness of the social media tools used. However, most of them expressed an
interest in receiving guidance or training on how to measure social media ROI.

Do you quantify or evaluate the effectiveness of the
social media tools used?

No, but
would like
guidance

50% No
29%




Training Audience (FAS)

Contracting Contracting Program and
Regional OSBU Officer Officers/ Project
Supervisors Representative Representatives Specialists Managers

FAS Region O & X X X
FAS Region 1 X X X X X X
FAS Region 2 X . X

FAS Region 3 X X X X

FAS Region 4 A A 2 X A

FAS Region 5 X X X X X

FAS Region 6 X a A

FAS Region 7 X X X X X

FAS Region 8 X X X X

FAS Region 9 X X X X X

FAS Region 10 A X A A

FAS Region 11 X X X X X

GSA




Training Audience (PBS)

Contracting Contracting Program and
Regional OSBU Officer Officers/ Project
Supervisors Representative Representatives Specialists Managers
PBS Region 0 A
PBS Region 1 X X
PBS Region 2
PBS Region 3 X X X X X
PBS Region 4 A 4 A A A
PBS Region 5 X X X X
PBS Region 6 A A
PBS Region 7 X X X X X X
PBS Region 8 X X X X X
PBS Region 9 X X X X X
PBS Region 10 X X X X X
PBS Region 11 X X X X X

GSA




Training

The most popular trainings currently offered include:
* Market research

e Acquisition planning
* Engagement and competitive elements




Desired Training

Market Research

Brand Name

Social Media

Available Resources

/. The Market Research Zone (Contracting Officer )
Podcasts on iTunes)
* FQN 110 — Market Research and Commercial Item
(VA Acquisition Academy)
* FPM 259 — Market Intelligence (VA Acquisition

\_ Academy) )

* GSA SOW Guidance (www.gsa.gov/sowlibrary)

* FQN PBA3 — Performance-based Acquisition (FAI)

* FQN 116 — Writing Performance Based Work
Statements (VA Academy)

* ACQI8002D — Performance-based Acquisition

\ (Graduate School)
(

* GSA Social Media Center
(https://insite.gsa.gov/portal/content/603346)

* GSA Social Media Awareness Training (OLU)

* Digital Gov (digitalgov.gov)

* Chatter

J
\

\ (https://insite.gsa.gov/portal/content/639370) /

Additional training requested on high risk contracts, fair opportunity process, and

exception to fair opportunity.




Market Research (FAS)

Region GSA eLibrary GSA Dynamic Small Requests for Social media Procurement Other
Advantage Business Information Technical Websites
Search Assistance Centers

FAS Region 0 A A X

FAS Region 1 & ¢ A A A &

FAS Region 2 ¢ ¢ ¢ & ¢

FAS Region 3 % & A A A X

FAS Region 4 X % A

FAS Region 5 A A A A & &

FAS Region 6 & ¢ A

FAS Region 7 ¢ a & & & &

FAS Region 8 % A A X X

FAS Region 9 ¢ o A % % A A

FAS Region 10 i & &
X X X X X

FAS Region 11

Regions are utilizing resources and could make more use of social media

and procurement technical assessment.



Market Research (PBS)

Region GSA eLibrary GSA Dynamic Small Requests for Social media Procurement Other
Advantage Business Information Technical Websites
Search Assistance Centers

PBS Region 0 X X X

PBS Region 1 A A A A

PBS Region 2 A A A A %

PBS Region 3 A A A A A A

PBS Region 4 X X X X X X

PBS Region 5 X X X X X

PBS Region 6 & A S A A

PBS Region 7 & A & A A

PBS Region 8 A % A & A %

PBS Region 9 A 4 A

PBS Region 10 X X X X X X
X X X X X

PBS Region 11

GSA




Internal Controls: Promoting Accountability

42% of the Competition Advocates reported that their role as a Competition

Advocate is mentioned in their performance plans.

How is the role of competition advocate reflected in your
APPAS performance plan?

Sub-Element
17%

Other Specific
Language
8%




Recommendations for Accountability

Top Recommendations for encouraging a system of personal and
organizational accountability for competition:

Recognition

Data e visualization

e traceable sources

Transparency e acquisition dashboard

e overcoming barriers

. e discussions on competition
Training :

and small business as critical
elements




Internal Controls: Task and Delivery Orders

Initiatives that ensure task and delivery orders over $1,000,000 issued under

multiple award contracts are properly planned, issued, and comply with FAR 8.405
and FAR 16.505.

= |Internal Review

* elevate to higher level
* peer review

e committee review
 pre- and post-award

* policy for oversight

mm 100ls and Templates

* use of checklist
» standardized documentations




Fair and Open Competition Best Practices

* Industry Exchanges & Outreach
* Contract Review Board
e Early Involvement in Acquisition Planning

* High Awareness of Competition measures and
indicators




Increase use of data
visualization tools.

2. Support the
development of GSA’s
Acquisition Workforce.

3. Leverage social media
tools to enhance
outreach and market
research.

4. Increase accountability.

Recommendations

I N

MVA will increase awareness of
new data visualization tools
including Competitive One Bid,
Small Business, Competition, and
Operational Efficiency
Transactions.

* |ssue Transactional data reporting
rule.

MVA will implement revised FAC-
P/PM and FAC-COR policies.

Share best practices with competition
advocates on how to support
competition using social media tools.

Include role of competition advocate
in APPAS Performance Plans.

* Improved awareness of
acquisition trends to take
proactive steps to increase
competition.

* Promote more competitive
pricing.

Better value, savings, and service for
GSA and its customers.

Increased access to information for
GSA and vendors to improve
competition.

Increased recognition for competition
advocates.




APPENDIX




Map to FAR Subpart 6.502(b)
N

I. Such advocate’s activities under this subpart; Slides 34-57 Survey
ii.  New initiatives required to increase the acquisition of commercial items; Slide 38 & Survey
iii.  New initiatives required to increase competition; Slide 39 & Survey
iv. New initiatives to ensure requirements are stated in terms of functions to be Slide 40 & Survey

performed, performance required or essential physical characteristics;
v. Any barriers to the acquisition of commercial items or competition that remain; Slides 35- 37 & Survey
vi. Other ways in which the agency has emphasized the acquisition of commercial Slides 41-53 & Survey

items and competition in areas such as acquisition training and research; and

vii. Initiatives that ensure task and delivery orders over $1,000,000 issued under Slide 55 & Survey
multiple award contracts are properly planned, issued, and comply
with 8.405 and 16.505.

3. Recommend goals and plans for increasing competition on a fiscal year basis to Slide 57
the agency senior procurement executive and the chief acquisition officer; and

4. Recommend to the agency senior procurement executive and the chief Slides 53- 57 & Survey
acquisition officer a system of personal and organizational accountability for
competition, which may include the use of recognition and awards to motivate
program managers, contracting officers, and others in authority to promote
competition in acquisition.




Attachment 05 - FOIA GSA Number 2018-000935

GSA’s FY13 Competition Advocate
Report

Office of General Services Acquisition, Policy, Integrity, and Workforce
Office of Government-wide Policy



Purpose & Outcomes

* Purpose: To report FY13 competition performance in
accordance with FAR 6.502 and highlight initiatives and make
recommendations to meet FY14 competition goals and
commitments.

Outcomes:
* Understanding of the FY13 competition data analysis

* Awareness of recommendations to meet FY14 competition
goals and commitments



Report Includes

4.
5.
6.

Overview of Competition Advocate Survey and Report

1.
2.
3.

FY13 Competition Data

FY13 Competition Advocate Survey Results

Barriers to Competition

Exceptions to Competition

Competition & Competitive One Bid: Success Factors & Stories

FY14 Competition Goals & Commitments
Key Takeaways

Appendix
1. Map to FAR Subpart 6.502(b)
2. FAS & PBS Competition Advocates
3. FY13 Regional Performance Summary



Competition Advocate Report Overview

* Provides an annual assessment of GSA’s competition
performance

* Prepared for the Senior Procurement Executive (SPE)
and the Chief Acquisition Officer per FAR subpart 6.5.

* |Information from the Competition Advocate Report
and the annual Small Business Report is shared with
the Office of Federal Procurement Policy

* This year, put a greater focus on data analysis to inform
the survey and ultimately the Competition Advocate
Report



LY\ FY13 Competition Advocate Report Timeline

100% of the Competition Advocates submitted their surveys on time

Analyze Competition
Data and Develop Survey Competition
FY13 Competition Advocates

Draft and Publish
FY13 Competition
Advocate Report

(1/31/14-4/14/14)

Advocate Survey (1/14/14-1/30/14)
(11/1/13-1/13/14)




FY13 GSA COMPETITION DATA



GSA Government-wide Comparison: Total Dollars

Government-wide Comparison: Obligated Dollars
FY13 through September 30, 2013
(Dollars expressed in Billions)

$350.00

Billions

$300.00 -

$250.00 -

$200.00 -
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$100.00 -

$50.00 -
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GSA Competition

GSA Competition
FY13 through September 30, 2013

(Dollars expressed in Millions)
Blank

$60.5
0.7%

GSA Total Dollars: $8,339.7 Million




GSA

Competition/Competitive One Bid

100%

90%

80%

70%

60%

50%

40%

30%

20%

10%

0%

Government-wide Competition and Competitive One Bid

91.3% FY13 through September 30, 2013
89.6% 89.0%

85.9%
i 83.8%83.6%

1.7%
80.8% 80.6% 79.7% 79 5% 79 4% Sae% —
’ T 75.6% 74.8%
70.2% 69.9%

65.3%
63.1%

56.9%56 19
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GSA

Competitive One-Bid Rate: Year-over-Year (FY12-
FY14)

35.0%
30.0%
25.0%
20.0%
15.0%
10.0%
 5.0%

0.0%

Quarterly Competitive One-Bid Rates by Service Line

A\

AN

o | o —o—GSA-wide
— — —— : ' ——FAS Total
g —— :
\ Competitive One-
—h_ . Bid Goal: 11%

_ e

FY12 thru Q4 FY13 thru Ql FY13 thru Q2 FY13 thru Q3 FY13 thru Q4 FY14 thru Q1

10



ek¥y Competition Rate: Year-over-Year (FY12-FY14)

Quarterly Competition Rates by Service Line
i 90.0%

79%

© 80.0% ! !

: : /\ \ e GSAwide
| 75.0% : !

| ’ v : : —@—FAS Total

1 | | —#— PBS Total

' 70.0% ! \

60.0%

- 85.0%
! i ./ \ FY13&14
i ./. ! Competition Goal:

FY12 thru Q4 FY13 thru Ql FY13 thru Q2 FY13 thru Q3 FY13 thru Q4 FY14 thru Q1

11



GSA FY14 Q1: FAS Competition/Comp One Bid

Highest Total Obligations Competition and Competitive One-Bid Rate by FAS Region
FY14 through 12/31/13

180% $250
160%
m 164.5%

140% \-3( - $200
§ 120%
é‘ \ L $150
S 100%
s \ 98.1% 100.0%
‘g 80%
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S
w 60%
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20%
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R11

FAS CO RO1 RO2 RO3 RO4 RO5 RO6 RO7 RO8 RO9 R10 .
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Contract Obligations (millions)



e¥N FY14 Q1: PBS Competition/Comp One Bid

O Highest Total Obligations

Competition and Competitive One-Bid Rate by PBS Region

FY14 through 12/31/13

100%
92.1% -
80% —
81.7%  80.1%
76.5% -
. 72.7% 70.8% 71.7%
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s % Comp One % Competed Total Contract Obligations
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'el¥N Use of Commercial Products & Services

At 40%, GSA is ranks 4™ in its use of Commercial Products and Services compared to
other agencies.

400 -~
18%

Billions

350 -

300 -

250 -

200 7 MW Total Dollars
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72% 34%

34%
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ey PBS and FAS Commercial Products and Services

GSA-wide Commercial and Non-Commercial Products and Services
FY13 through September 30, 2013
(Dollars expressed in Millions)

Commercial

FAS

PBS Products,

$54.5,2%

Commercial
Products,
$1,611.2,
)
Non- 28%
Commercial
Services,
$2,729.9,
oo Non-
Commercial
Commercial Services,
Services, $1,815.6,

$1,026.9,
18%

71%

Non- Non-
Commercial Commercial
Products, Products,
$320.6, 6% $25.0, 1%

FAS Total: $5,688.6 M

PBS Total: $2,558.4 M 15



FY13 COMPETITION ADVOCATE
SURVEY FINDINGS



GSA Barriers to Competition

1. Unique or specialized products and services for system or security
requirements are directly related to a customer's mission.

2. Customers have come to rely on existing services.

3. Use of proprietary technology, often locks an agency into a
particular solution for many years.

4. Thereis a limited pool of available contractors.

5. Prescriptive customer scopes of work hinder competition. ]
6. Overly burdensome contract requirements discourage additional e = Comp One Bid

bidders. B Competition
7. Authorized or required by statute (8a, Ability One, Utilities, etc.) _ " Future
8. DoD legacy weapon systems typically require brand name or sole _

source actions.
9. Insufficient PALT -
10. Data Accuracy -
11. Urgent and Compelling -

I
# of responses 0 5 10 15 20 25 30 35

17



N Exceptions to Competition

Half of the competition advocates surveyed believe that exceptions to competition are adequately
used. The other half think follow-ons are over-utilized, followed by one source and under the SAP.
Of the $1.6 Billion not competed in FY13 in GSA, $257.2 Million (16%) were follow on contracts.

Follow-Ons

One Source

Under the Simplified Acquisition
Procedure (SAP)

# of Responses 0 2 4 6 8 10 12 14

18



¥y Competition & Competitive One Bid

1.

Competition Advocates identified key success factors and shared examples of how they
are meeting Competition and Competitive One-Bid goals. The success factors are listed

below in order of how often they were cited in the survey responses.

Market Research:

*Before using a vehicle, conduct market research to
determine that the solicitation will result in at least two
bids.

*Where there is a pattern of one-bids, reconsider the
contract vehicle, break down the requirements into
multiple acquisitions, or justify as sole source.

*Require brand name or equal requirements whenever
circumstances support it.

Communications/Outreach with customers, vendors,
and the Federal acquisition workforce:

*Use communications tools (e.g., sources sought, Fed
BizOps, industry days, etc.) to educate vendors on
requirements.

*Work closely with customers to develop requirements
that consider the long-term work and how other
sources can be developed to provide the support.
*Engage customers and vendors to identify overly
burdensome contract requirements.

*Communicate competition goals to the Federal
Acquisition Workforce and monitor progress against
goals.

*PBS RO5 uses the Dynamic Small Business Search tool. Based
on their search results, they visit the vendors’ websites to
gather additional data on the vendors’ capabilities to do the
work.

*FAS R06 uses other agencies that have purchased similar
products or services as part of their market research.

*FAS R10 uses LinkedIn and industry association websites to
conduct market research.

*FAS R07 awarded a multiple award Indefinite
Delivery/Indefinite Quantity (IDIQ) contract to two contractors.
When the contracting authority noticed a pattern of one-bids,
they sat down with both contractors and the contracting officer
to explain the government’s desire for competition and to seek
input from the vendors on areas where there was undue or
restrictive requirements in the statements of work for the IDIQ
orders.

* PBS RO5 hosted an outreach event with a Federal Facilities
Networking group. This self-organized group includes a cross-
section of industry with representation from furniture vendors,
construction service providers, architecture-engineering ﬁrnﬁ
interior design firms, and others.



GSA

Competition & Competitive One Bid (cont.)

Procurement Administrative Lead Time (PALT):

*Set PALT goals to allow sufficient time for solicitation
period.

*When possible, consider using Federal Supply
Schedules rather than competitively negotiated open
market procurements to acquire services requiring a
statement of work and to save time. (See FAS research
on PALT across agencies.)

*Negotiate award dates with customers in order to
allow more time in the process to engage industry.

Data Accuracy:

*Regularly review the Acquisition Dashboard and
conduct regional data analyses to ensure Federal
Procurement Data System (FPDS) data accuracy and to
proactively identify areas for improvement.

*Have 1102s review and correct FPDS data errors; taking
a balanced approach that corrects data regardless of
how it impacts a region’s overall numbers.

*Establish an internal data quality review process.

Success Stories

FAS RO3 instituted a 30-day minimum bid opening for all
Department of Defense (DoD) contracting actions and
increased time to quote/respond for civilian agencies to at
least 14 days.

*FAS R04 conducts quarterly electronic contract file reviews
and is developing an annual review process of its procurement
quality controls.

*PBS R09 uses Google groups to communicate with the
acquisition workforce on quarterly performance against
competition goals, results from Management Administrative
Review System (MARS) reviews, and best practices.

*Several contracting activities cited instances of auditing FPDS
data and correcting errors to improve competition metrics.

20



GSA

Competition & Competitive One Bid (cont.)

Acquisition Planning:

*Engage the customer as early as possible to develop
requirements that take into consideration the long-term
work.

*Negotiate award dates with customers to increase PALT
and allow for more engagement with industry.

*When considering the lifecycle of a project, especially
one involving complicated system upgrades and
implementations, consider including option years to
mitigate the impact of system delays to competition.
Including contract options may reduce the need to issue
sole source bridge contracts if unexpected delays occur.
*Look for opportunities for flexibility in areas that are
authorized. For example, if operating in a deregulated
state, rather than bundling utility transmission and
delivery, consider competing utility supply.

*Challenge unnecessary restrictions. If it's necessarily
restrictive, then make it sole source.

Success Stories

*PBS RO1 reduced operation and maintenance contract costs
by removing snow plowing from the contract scope and writing
separate contracts. In rural areas for snowplowing, there were
a number of one bid award actions.

*FAS R0O8 hosted an industry day for a building monitoring
system that will be utilized in 265 commissaries. This
procurement is not scheduled for award until FY15, yet the
acquisition team worked with the customer to host an industry
day at their headquarters which is adjacent to one of the
commissaries. Industry was invited to provide input on the
acquisition strategy and to identify requirements.

21



ey Competition & Competitive One Bid (cont.)

. Success Stories

6. Training: Take a proactive, systematic approach to *The Services have a formal cross-training program where
training to improve competition (e.g., Developing employees are able to spend 90 days in another business line
Performance Based Acquisition Work statements, both in FAS and PBS.
market research, etc.) *FAS R04 offers regular (monthly and/or quarterly) training to

1102s on topical items such as small business rules,
justifications, organizational conflict of interest, past
performance questionnaires, lowest price technical evaluation
methodology, etc. FAS has also collaborated with the regional
Legal Office and OSBU to provide training to the workforce.
These training opportunities are provided on a quarterly basis.
Additionally, during the monthly Senior Contracting Officer
(SCO) meetings, SCOs are offered the opportunity to provide
training to their respective peers on an approved topic. Finally,
ad hoc training is provided in triage situations (e.g., the HCA
providing ratification training to PBS and FAS leadership team).

7. Performance Based Acquisitions: Encourage the use of  *Several contracting activities cited the use of PBAs in their
PBA scopes of work to mitigate prescriptive work region and promote training for their staff to develop PBA
statements that unnecessarily limit competition. statements of work.

22



ey Competition & Competitive One Bid (cont.)

. Success Stories

8. Process Improvement: *FAS R0O3 works with their customers to streamline evaluation
eldentify opportunities to simplify the quote process. criteria, reduce page limitations for technical submissions, and
*Maintain a central repository for tools and templates encourage interview-style oral presentations to complement
to support the acquisition workforce to provide technical submissions. Industry feedback indicates this makes
consistent and more efficient service to customers and it easier to respond and reduces overall proposal costs.
vendors. Acquisition portal will provide resources to *FAS R04 established an electronic Quick Library database that
support the acquisition workforce. contains all the approved acquisition workforce templates,

samples, and training materials. FAS R04 partnered with OSBU
to provide the competition advocate with capability
statements and information on small business concerns that
can be utilized as market research information for the
acquisition community.

*FAS RO5 conducted a process improvement exercise focused
on the pre-award acquisition process. It included discussion on
all facets of acquisition planning from requirements initiation
to award. During the process improvement exercises, there was
an emphasis on identifying potential barriers to competition
early on, eliminating barriers through market research, and the
proper documentation and approvals required in the event
barriers cannot be removed.

9. Internal Controls: *FAS RO4 uses its regional Bi-Annual Review Team (BART) to
*Use Contract Management Review Boards to review evaluate randomly selected contract files . Any corrective
solicitations prior to posting to ensure contract action plan resulting from the findings is implemented and
documents don't unnecessarily limit competition. specific training is provided.

*Conduct post-award reviews. *Several contracting activities cited the use of Contract

Management Review Boards to promote competition.
23



Market Research

All of the Competition Advocates cited GSA Advantage and the GSA elibrary as

market research resources they use to evaluate competition.

GSA Advantage

GSA elLibrary to determine which Schedule
contractors are capable of performing the
required work

Dynamic Small Business Search

Requests for Information

Other websites

Other

Procurement Technical Assistance Centers
(through Defense Logistics Services)

Social Media

o
N
IS
[=2]
=]

10 12 14 16
Number of Responses

=Y
=)
N
=)
N
N
N
s
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¥y Communications/Outreach

Sources Sought was the most-cited communications tool by the Competition
Advocates. The chart below shows other effective communications tools
Competition Advocates are using to engage industry. Social media was the
least utilized tool, but it presents an opportunity for GSA.

Sources Sought

Requests for Information

Pre-proposal Conferences

Industry Days

Draft RFQ's, including evaluation criteria
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G Sl\ Relationship between Competition Rate and Communications Tools

While social media is a rarely used tool, 100% of those who cited it as useful
improved or met their FY13 Competition goal.
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G Slt\ Relationship between Competitive One-Bid Rate and Communications Tools

The same applied to Competitive One Bids. 100% of those who cited social
media as useful improved or met their FY13 Competitive One-Bid goal.
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¥y Communications/Outreach (cont.)

Nearly half of the Competition Advocates do not currently use social media

while the rest use it to engage industry by gathering requirements and
promoting funding opportunities.
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GSA InSite (e.g., link for
"Ask the Competition
Advocate")

Number of Responses

GSA guidance on social media is available at https://insite.gsa.gov/portal/category/528198

28



Training

Training is offered to a variety of acquisition workforce staff.

Contracting Officers/Specialists
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The most-popular trainings currently offered include:
1 Market Research

2.  Small Business

3. Justifications for Exceptions to Fair Opportunity
4. Acquisition Planning

5

Performance Based Acquisitions often cited trainings included
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Training (cont.)

100% of the Contracting Authorities provide training in-person and via WebEXx.

Some take advantage of online courses.

% of Training Offered via % of Training Offered In
WebEx Person
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